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Environmental concerns are particularly relevant for the global apparel industry, which, 
in spite of being valued at USD 3 trillion, remains the second largest industrial polluting industry 
(Gunther, 2016). However, the conscious consumer movement has led to the rise of 
environmentally responsible (ER) initiatives from mainstream apparel brands. Particularly, the 
current business environment has seen a surge of start-up clothing brands that promise to offer 
consumers with ER clothing choices. To create their niche, and portray their ER contributions, 
these brands have made ER initiatives a primary focus of their marketing campaigns.  
Literature indicates that consumers, in order to process these marketing messages amidst 
advertisement clutter, often make decisions based on heuristics such as prior expectations about a 
brand’s ER initiatives, known as brand schemas (Mandler, 1982). However, for unfamiliar 
startup brands, such schemas, although present, might not be well-formed. Therefore, to aid 
consumer decision-making and help verify the authenticity of ER claims, some apparel brands 
provide relevant transparent, easy-to understand information about their ER initiatives in their 
marketing messages (Bhaduri & Ha-Brookshire, 2017). Literature also indicates that consumers 
evaluate messages, particularly those related to environment or climate based on their general 
skepticism towards climate change (henceforth, skepticism) (Whitmarsh, 2011). This skepticism 
usually arises from lack of reliability of the source of information and/or weak message 
arguments (idem). Particularly, consumers do not have clear and strong pre-conceived ideas 
about unfamiliar brands’ ER practices, hence such brands (and/or their pre-schemas) cannot act 
as reliable sources of information. In absence of substantial literature on how consumers evaluate 
ER related marketing messages from unfamiliar brands, this study hypothesizes, that 
transparency and skepticism moderate the relation between consumers’, pre-existing schemas 
and their post-schemas (that is, schemas after exposure to brands’ ER messages). 
Adult participants, (n = 206) were recruited using a national research firm, Qualtrics for a 
2 (Transparency: High/Low) X 2 (Skepticism: High/ Medium/ Low) between-subjects 
experiment. Transparency was a manipulated, yet skepticism was a measured variable (12 items, 
Whitmarsh, 2011; α=0.89). Two brands unfamiliar to US participants, namely Jabong and 
Myntra, were used to measure participants’ schemas and remove confounding effects of any one 
particular brand. 88 students enrolled in a public US university indicated, on a 5-point Likert 
scale (1: not familiar at all to 5: extremely familiar), mean familiarity score for Jabong as 1.11 
(SD: 0.39) while that for Myntra as 1.09 (SD: 0.33), deeming the two brands unfamiliar, and 
hence suitable for the study. Schema about brand’s ER initiatives was measured twice before 
(pre-schema) and after (post-schema) stimuli exposure using five items (Kozlowski, Bardecki & 
Searcy, 2012; α=0.91). All items were measured using 7-point Liker-type scale (1: Strongly 
Disagree to 7: Strongly Agree). 
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Age of the participants (51% male and 49% female) ranged from 19 to 77 (mean = 46.01, 
SD = 15.31). Using regression-based conditional process analysis the overall model was 
significant (R2=0.29, p<.001). Participants’ pre-schemas influenced their post-schemas after 
exposure to ER messages (unstandardized b= 0.53, p<.001). However, transparency moderated 
the relation between pre and post schemas (b= -0.48, p=.004). That is, in the presence of 
transparent information, the influence of consumers’ pre-schemas on post-schemas was reduced. 
Transparency also influenced post-schemas directly (b=2.67, p< .001). Skepticism, also 
significantly moderated the relation (b=.10, p=.03) as well as directly influenced post-schema 
negatively (b= -0.43, p =.03). That is, higher the skepticism of participants, more they relied on 
pre-schemas to form their post-schemas. They also had less favorable post-schemas. Post-hoc 
analyses of data revealed the indirect effect of pre-schema on post-schema for high and low 
transparency, and, low (mean = 1.78), medium (mean = 3.28), and high (mean = 4.78) levels of 
skepticism (Hayes, 2013). The indirect effect of pre-schema on post-schema was the least when 
messages were highly transparent but skepticism was lowest (effect = 0.22, p< .05) and highest 
for low transparency high skepticism (effect = 0.96, p < .05).  
Interpretation of results suggested that participants’ pre-existing schemas about 
unfamiliar brands' ER initiatives influences how they evaluate ER-related messages from the 
same. Therefore, unfamiliar or start-up apparel brands might be need to invest substantial 
resources in creating/enhancing stakeholders’ existing schemas to come across as convincing in 
their ER messages. However, such efforts might not be beneficial, if consumers are skeptical 
about climate change in general. The study shows that incorporating transparent information 
about their ER initiatives might be one way to enhance schemas. Therefore, newly launched 
brands or brands that are newly undertaking ER initiatives might benefit from making 
transparent claims about their ER efforts even when consumers’ overall skepticism towards 
climate change is high. Further research is suggested on other variables that may affect 
consumers’ schemas, as well as the role of schemas in consumers’ purchase decisions. 
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